



Eaitorial Index 


Vol. IV—January—December 19e0O 












































A M 
PP: 
A Pre 
Ad € 
ber 
Annot 
Annot 
ary 
PUBLISHED BY STANDARD RATE & DATA SERVICE, INC., 5201 OLD ORCHARD RD., SKOKIE, ILL. ey 
Annuc 
Autom 
S Media B > Groups Formed in Last 3 Year oe 
even Me uyers’ Groups Fo 
TITLE INDEX reeling 95 me 
Shulton’s Race for Sales—August, pp. 56-58, 60, 62. 
A ee Smart Media Buying Begins With a Plan Blair Ve oan 
Advertising Is Selling at 7-Up Ben Wells—November, pp. October, pp. 49-50, 52, 53, 56. How 
57-60. Strategems in Time Buying Reggie Schuebel—Janu How 1 
Agency Improves Relations with Media Representatives—Sep- 35-36. A. } 
tember, p. 80. Ted Bates Reaffirms Its Belief in Television Edward A. How | 
Allstate’s Decentralized Media Buying—November, pp. 116- March, pp. 45-48. 68-6 
119, 122. What's Behind Bulova’s New Media Strategy? Tad Je Media 
Budget Stretcher—August, pp. 48-50. June, pp. 49-52. York 
Buying Practices Criticized by AAAA Media Planner Panel— Why Media Planning Is a Company Job K. C. Media 
December, pp. 80, 82. December, pp. 45-49. Aug 
Canada Dry’s Flexible Media Management William S. Brown Media 
—February, pp. 49-52. More € 
Directory of Associations—September, pp. 135-138, 140, MEDIA WIESaEES More 6 
142, 144, 146. Automation and the Media-buying Function A, J. Cusick, More V 
Field Work for Media Buyers—October, pp. 146-147. —January, pp. 37-39. New Sc 
How a Marketing Decision Became Media Strategy—October, Buyers’ View of Color TV-—October, pp. 133-135, 13 p. 9 
pp. 70-72, 74. 143-145. 3 1960 A: 
How McKesson & Robbins Uses Hi-Fi Color in 90 Markets— Creating the Media Plan for a Luxury-priced Cigar Paul B 
April, pp. 60, 64, 68, 71, 74, 76. Friedwald—August, pp. 86, 88. p. 32 
How Media Strategy is Developed in the Marketing Concept— Evaluating Business Paper Editorial Howard G. S Photo | 
May, pp. 45-48. February, pp. 92-96. pp. 3 
How Three Media Strategists Lick a Farm Marketing Problem How Advertisers Use Geographic Split Runs Law Post Of 
—July, pp. 37-40. Gardner—April, pp. 45-49. 5 Radio 1 
How To Get an Agency To Use More Magazine Advertising How Do You Add Class to Mass?——November, pp. 64-65, ber, | 
Walter Guild—February, pp. 58-60. How IBM Builds Its Media List—March, pp. 49-51. 4 Single 
How To Keep Advertising Tied To Objectives Robert F. Elder How Media Are Used in a National Political Campaig pp- 5 
—July, p. 94. pp. 62-63, 66-68, 70-72, 76. The Me 
How To Translate a National Media Plan Into a Test Market How National Advertisers Use Newspaper Space—Febra 
—November, pp. 74, 78, 79. pp. 108, 110; March, pp. 84-85. ‘ 21 Ager 
Industrial Media Strategy at Rockwell William F. Weimer— How Spot TV Buyers Work—May, pps 70-75, 78, 80, 82,8 pp. I 
October, pp. 59-63. How To Do Your Own Media Research at Low Cost Davia! What Is 
Jet Age Media Strategy at United Air Lines—May, pp. 106- Harris—September, pp. 110, 112, 114, 116. —Ma 
108, 110. How To Time Farm Advertising D. R. Collins—May, Whittak. 
Look at Network Television Market-by-Market Erwin H. 98, 100. p- 23. 
Ephron—June, pp. 92, 95-97. Media Buyers’ Check List for Spot Radio Ti i Vho Is 
Make Guinea-Pig Markets Big Enough To Test Media, Too 80-82. 75, 7! 
Robert E. Britton—May, pp. 54-57. Media Buying for Grant Advertising Reginald L. De 
Management Challenges to Research Stated at ARF—Novem- July, pp. 33-36. r 
ber, pp. 80, 82-86, 88-92. Paint: The Spectacular in Outdoor—January, pp. 60-62. HR MEDIA { 
Media Planners Discuss Food and Drug Advertising—March, Pre-print Inserts in Newspapers Pay Off for Pillsbury ¥ 4 
p. 54. Zschunke—October, pp. 149, 152. BB 4 Nation 
New Check List for Budgeters—August, pp. 64-66. Rating Methods Bernard H. Ober—January, pp. 44 —Apr 
New Concept in Lennen & Newell Media Organization Herbert 50-51. 4 Value 
Zeltner—September, pp. 47-50, 52, 54, 55, 58. Selectivity in Print Media Buying Bernard H. € —Fek 
Pointers on Advertising in a Bilingual Market Maurice Watier ary, pp. 78, 81, 84, 88, 90. An Anal: 
—January, pp. 64-65. The Inter-Media Mean Theodore D. Ma Earley 
Profile of a TV Marketer—September, pp. 72-76, 78. 58. 52, 54 
Program Setting—The Key to Buying the Right Stations Ben The Pre-Filed Catalog Howard G. Sawyer—August, dre May 
Leighton—December, pp. 74, 78. 100, 102. ~n 









102 Media/ scope, 






Eaitorial Index 


Vol. IV—January—December 19e0O 












































A M 
PP: 
A Pre 
Ad € 
ber 
Annot 
Annot 
ary 
PUBLISHED BY STANDARD RATE & DATA SERVICE, INC., 5201 OLD ORCHARD RD., SKOKIE, ILL. ey 
Annuc 
Autom 
S Media B > Groups Formed in Last 3 Year oe 
even Me uyers’ Groups Fo 
TITLE INDEX reeling 95 me 
Shulton’s Race for Sales—August, pp. 56-58, 60, 62. 
A ee Smart Media Buying Begins With a Plan Blair Ve oan 
Advertising Is Selling at 7-Up Ben Wells—November, pp. October, pp. 49-50, 52, 53, 56. How 
57-60. Strategems in Time Buying Reggie Schuebel—Janu How 1 
Agency Improves Relations with Media Representatives—Sep- 35-36. A. } 
tember, p. 80. Ted Bates Reaffirms Its Belief in Television Edward A. How | 
Allstate’s Decentralized Media Buying—November, pp. 116- March, pp. 45-48. 68-6 
119, 122. What's Behind Bulova’s New Media Strategy? Tad Je Media 
Budget Stretcher—August, pp. 48-50. June, pp. 49-52. York 
Buying Practices Criticized by AAAA Media Planner Panel— Why Media Planning Is a Company Job K. C. Media 
December, pp. 80, 82. December, pp. 45-49. Aug 
Canada Dry’s Flexible Media Management William S. Brown Media 
—February, pp. 49-52. More € 
Directory of Associations—September, pp. 135-138, 140, MEDIA WIESaEES More 6 
142, 144, 146. Automation and the Media-buying Function A, J. Cusick, More V 
Field Work for Media Buyers—October, pp. 146-147. —January, pp. 37-39. New Sc 
How a Marketing Decision Became Media Strategy—October, Buyers’ View of Color TV-—October, pp. 133-135, 13 p. 9 
pp. 70-72, 74. 143-145. 3 1960 A: 
How McKesson & Robbins Uses Hi-Fi Color in 90 Markets— Creating the Media Plan for a Luxury-priced Cigar Paul B 
April, pp. 60, 64, 68, 71, 74, 76. Friedwald—August, pp. 86, 88. p. 32 
How Media Strategy is Developed in the Marketing Concept— Evaluating Business Paper Editorial Howard G. S Photo | 
May, pp. 45-48. February, pp. 92-96. pp. 3 
How Three Media Strategists Lick a Farm Marketing Problem How Advertisers Use Geographic Split Runs Law Post Of 
—July, pp. 37-40. Gardner—April, pp. 45-49. 5 Radio 1 
How To Get an Agency To Use More Magazine Advertising How Do You Add Class to Mass?——November, pp. 64-65, ber, | 
Walter Guild—February, pp. 58-60. How IBM Builds Its Media List—March, pp. 49-51. 4 Single 
How To Keep Advertising Tied To Objectives Robert F. Elder How Media Are Used in a National Political Campaig pp- 5 
—July, p. 94. pp. 62-63, 66-68, 70-72, 76. The Me 
How To Translate a National Media Plan Into a Test Market How National Advertisers Use Newspaper Space—Febra 
—November, pp. 74, 78, 79. pp. 108, 110; March, pp. 84-85. ‘ 21 Ager 
Industrial Media Strategy at Rockwell William F. Weimer— How Spot TV Buyers Work—May, pps 70-75, 78, 80, 82,8 pp. I 
October, pp. 59-63. How To Do Your Own Media Research at Low Cost Davia! What Is 
Jet Age Media Strategy at United Air Lines—May, pp. 106- Harris—September, pp. 110, 112, 114, 116. —Ma 
108, 110. How To Time Farm Advertising D. R. Collins—May, Whittak. 
Look at Network Television Market-by-Market Erwin H. 98, 100. p- 23. 
Ephron—June, pp. 92, 95-97. Media Buyers’ Check List for Spot Radio Ti i Vho Is 
Make Guinea-Pig Markets Big Enough To Test Media, Too 80-82. 75, 7! 
Robert E. Britton—May, pp. 54-57. Media Buying for Grant Advertising Reginald L. De 
Management Challenges to Research Stated at ARF—Novem- July, pp. 33-36. r 
ber, pp. 80, 82-86, 88-92. Paint: The Spectacular in Outdoor—January, pp. 60-62. HR MEDIA { 
Media Planners Discuss Food and Drug Advertising—March, Pre-print Inserts in Newspapers Pay Off for Pillsbury ¥ 4 
p. 54. Zschunke—October, pp. 149, 152. BB 4 Nation 
New Check List for Budgeters—August, pp. 64-66. Rating Methods Bernard H. Ober—January, pp. 44 —Apr 
New Concept in Lennen & Newell Media Organization Herbert 50-51. 4 Value 
Zeltner—September, pp. 47-50, 52, 54, 55, 58. Selectivity in Print Media Buying Bernard H. € —Fek 
Pointers on Advertising in a Bilingual Market Maurice Watier ary, pp. 78, 81, 84, 88, 90. An Anal: 
—January, pp. 64-65. The Inter-Media Mean Theodore D. Ma Earley 
Profile of a TV Marketer—September, pp. 72-76, 78. 58. 52, 54 
Program Setting—The Key to Buying the Right Stations Ben The Pre-Filed Catalog Howard G. Sawyer—August, dre May 
Leighton—December, pp. 74, 78. 100, 102. ~n 









102 Media/ scope, 

























Want More Media Merchandising? Louis Kruh—September, 
pp- 94, 98. 

What Makes a Good Media Buyer? Wah Ingram—June, 

pp- 98-99. 

vie TV Time Spots Will Reach the “Right” Viewers?— 
December, pp. 86, 88. 

Which Medium Sold More Flowers? Jaye S. Niefeld—Novem- 
ber, pp. 97-100. 

Why Trend in Network TV Is To Multiple Sponsorship— 

August, pp. 68, 70-72, 77, 78, 80. 














ORGANIZATION MATTERS 


A Medium That Moves Norman H. Strouse—September, 
pp. 108-109. 

A Proposal for Adequate Rate Protection—May, pp. 91, 94. 

Ad Council Adds McElroy to Distinguished Group—Decem- 
ber, p. 84. 

Announcement of Annual Media Awards—January, pp. 21-22. 

Announcement of Judges for Annual Media Awards—Febru- 
ary, pp. 30-31. 

Announcement of 1960 Annual Media Awards—November, 
pp- 37-38; December, pp. 31-32. 

Annual Media —a pp. 31-36. 

Automation Pays Off . . . lf Several Departments Use Same Data 
—May, p. 84. 

BBDO’s Fred Barrett Sees Two Media Trends—February, 
pp. 72, 74, 75. 

Buyers Answer Sellers of Industrial Space—August, p. 67. 

Dissent on Question 22 of AIA Media Form—July, pp. 82, 86. 

How Much Are Media Directors Paid?——May, pp. 52-53. 

How To Get a Common Audit of Business Publications William 
A. Marsteller—June, pp. 56-58. 

How Would You Do on These Examinations?—October, pp. 
68-69. 

Media and Research Integrated at Foote, Cone & Belding, New 
York Frank Gromer, Jr.— April, pp. 80, 82, 83, 86. 

Media Management at Allis-Chalmers James W. Murphy— 
August, pp. 41-46. 

Media Representative Comes Calling—November, pp. 32-33. 

More Comments on Audits—November, pp. 108-109. 

More Good Media Research in 1959—May, p. 35. 

More Views Offered on Adequate Rate Protection—July, p. 56. 

New Sales Organization for Newspaper ROP Color—February, 
p- 90. 

1960 Annual Media Awards—October, pp. 45-46. 

Paul West of The Association of National Advertisers—June, 
p- 32. 

Photo Round-Up of Annual Media Awards Luncheon—May, 






























Ppp- " 
Post Office Rules for Publications—August, p. 82. 
Radio Industry Needs Greater Stability Jay Hoffer—Septem- 
ber, pp. 102, 106. 
Single Audit Organization Proposed by Publishers—March, 


PP- 

The Media Supervisor; Neither Fish Nor Fowl Jack K. Carver 
—April, p. 88. 

21 Agencies Report on Media Research and Analysis—April, 

pp. 102, 106, 108, 110. 

v ra Is Legal Status of Combination Rates? Morton J. Simon 
—May, pp. 62, 64, 66, 68. 

— Is Chairman of Annual Media Awards—January, 

Vhe Is This Television Account Executive?—March, pp. 74, 
75, 78, 80, 82. 









MEDIA AND MARKET DATA 


A National Advertiser Looks at Newspapers Anton W. Bondy 
—April, pp. 50-54. 
4 Valuable New Measurement for Transportation Advertising 


—February, pp. 98-99. 
4n Analysis of Inquiries Produced by Business Papers: I A. E. 


— pp. 59-62, 66; /I—July, pp. 44-46, 48, 


Ate Magazine Rate Protection Policies Adequate ?—March, 
Ppp. 71, 73. 












Medie/scope, January }9«1 





Atlanta—T he Market and Its Media—December, pp. 119-130. 

Audit Bureau of Circulations—October, pp. 108-112, 114, 
116, 118. 

Business Publications Audit—October, pp. 102, 104-108. 

Business Reading Studied by ABP—April, p. 57. 

Buyers Divided Over Adequacy of Audits—October, p. 126. 

Canadian Circulations Audit Board—October, pp. 118, 120, 
122. 

Chicago Agency Media Group Salutes Sellers—April, p. 110. 

C. L. Botthof Named Publisher of SRDS—April, p. 54. 

Comments Highspot the Pros and Cons of Single Audit— 
October, pp. 126-132. 

Dictionary of Terms Useful to Buyers of Media—January, pp. 
85-86; February, pp. 101-102; March, pp. 93-94; 
April, pp. 121-122; May, pp. 123-124; June, pp. 111- 
112; July, pp. 99-100; August, pp. 109-110; Septem- 
ber, pp. 151-152; October, pp. 153-54; November, pp. 
125-126; December, p. 94. 

Digest and Post Magazine Exposure Study—February, p. 70. 

Farm Family Spending Ira Bix—February, pp. 53-55. 

First Half 1960 Rate Changes—August, pp. 104-105. 

First Quarter Rate Changes—June, pp. 106-107. 

Four Types of TV Viewers Burleigh Gardner—September, 
pp. 100-101. 

How National Advertisers Can Use the Theater Screen—Janu- 
ary, pp. 72-73. 

How To Count Readers of Business Publications Howard G. 
Sawyer—November, pp. 110-111. 

How To Use ABC Business Publication Reports Alan T. Wol- 
cott—April, pp. 92, 94, 97, 98, 100. 

How Valid Are Media Measures? Darrell B. Lucas—January, 
pp. 40-43. 

Magazines After TV’s First Decade—March, p. 91. 

Magazines Urged To Sell Their Unique Print Values—Febru- 
ary, p. 75. 

Media Buyers’ Check List for Business Publications—Decem- 


ber, pp. 90-92. 

Media Buyers’ Check List for Spot Radio—October, pp. 
81-83. 

Media Buyers’ Check List for Spot Television—November, 
pp. 94-96. 


Media Buyers Group Formed in San Francisco—August, p. 47. 

Media Performance vs. Copy Performance Alfred Politz— 
November, pp. 61-63. 

Mep1A/scope’s Advertising Cost Index—January, pp. 107- 
108; February, pp. 123-124; March, pp. 117-118; 
April, pp. 145-146; May, pp. 141-142; June, pp. 131- 
132; July, pp. 117-118; August, pp. 135-136; Septem- 
ber, pp. 173-174; October, pp. 181-182; November, 
pp. 147-148; December, pp. 117-118. 

Mepia/scope’s Record of National Advertising Expenditures— 
March, p. 105; April, p. 124; May, p. 132; June, p. 
110; July, p. 104; August, p. 122; September, p. 163; 
October, p. 167; November, p. 134; December, p. 105. 

Merchandising—A Many-splendored Thing—May, p. 110. 

Merchandising Services Offered by Broadcasters—April, p. 86 

National TV Advertisers Should Use Local Approach Arthur 
Bellaire—January, p. 75. 

New Medium: Catalog File on Microfilm—June, p. 58. 

New Method Compares Media for Purchasing Potential—July, 
pp. 58, 60. 

New Nielsen Reports—September, p. 122. 

New Service in TV Program Analysis—April, p. 76. 

New TV Research Services—May, p. 134. 

iow Test Shows Plus Value of Repeat Exposure Aaron J. 

» pp. 92-93. 

New Way To I Evaluate Advertising “Predictors” —May, p. 68. 

New York Media Planners Criticize Rate Cards—June, p. 108. 

1959 Media Rate Changes—March, pp. 98-101. 

Public Service Programs Approved by Time-buyers—May, 
p. 57. 

Publication Billings of 25 Leading Advertising Agencies—May, 
p- 102. 

Radio—An Individuals Medium—June, pp. 86, 90, 91. 

Reach or Frequency with Print Media? Bernard H. Ober— 
June, pp. 68, 72. 





103 












Bditorial Index 


Scripps-Howard Study Probes Inter-media Image—December, 
p- 58. 

Second Quarter Trend—September, p. 162. 

Special Report on Audits—October, pp. 101-132. 

The Amazing Array of Special Media: 1—February, pp. 61- 
62, 66; /|—March, pp. 57, 58, 60, 62, 66, 68. 

The Labor Press Alexander Smith—June, pp. 74, 77, 78- 
80, 84. 

Third Quarter Advertising—January, p. 81. 

Total Audience Concept and What It Means Edward B. Mac- 
Donald—May, pp. 85-88, 90. 

Trends in National Newspaper Advertising—January, p. 102; 
February, p. 120; March, p. 114; April, p. 136; May, 
p- 130; June, p. 126; July, p. 108; August, p. 126; 
September, p. 176; October, p. 174; November, p. 138; 
December, p. 108. 

sy Presentation Urges More Advertising—January, p. 78. 

U. S. Steel Takes a Deeper Look at Media Arthur F. Berliner 
—August, pp. 90, 92, 96. 

Verified Audit Circulation—October, pp. 122, 124. 

Videodex National Rating Analysis—January, p. 99; Febru- 
ary, p. 126; March, p. 120; April, p. 141; May, p. 137; 
June, p. 128; July, p. 110; August, p. 124; September, 
p. 167; October, p. 164; November, p. 140; December, 
p- 110. 

What Is Legal Status of Combination Rates? Morton J. Simon 
—March, pp. 87-89. 

What Is the Nature of the Drive-in Theater Audience? Steuart 
Henderson Britt—June, pp. 100-102, 104. 

What Is the Reach of a Newspaper Ad? C. Leigh Dimond— 
January, pp. 66, 71. 

Which Metro Areas Are Growing Fastest? Harold P. Als- 
paugh—September, pp. 124, 128, 130, 132. 


TRENDS AND TREND-MAKERS 


ABC To Audit Some Free Circulation—November, p. 72. 

A Long Way Between Rates Lionel M. Kaufman—Septem- 
ber, p. 158. 

ARF Publishes New Journal—November, p. 102. 

A Time-buyer’s Handbook Isabel Ziegler—January, p. 92. 

Adventures in Promotion George Benneyan, Bill Thomson o/ 
the Bureau of Advertising—December, pp. 62, 64, 68, 70, 
72; Ed Madden's Weekend in Willow—October, pp. 86, 
88, 90, 92, 94; General Adler and the Times’ Suburban 
Circulation—February, pp. 56-57; Getchell Said No To 
Mr. Hearst—November, pp. 68-71; Hearst and Salvador 
Dali—January, pp. 44-45; Malcolm Muir and Newsweek's 
Famous Slogan—March, pp. 52-54; Mortimer Berkowitz 
and the American Weekly's Sales Letters—April, pp. 55-57; 
Munsey To Coolidge To Hoover—May, pp. 49-51; Sea- 
brook Was Once a Promotion Man—June, pp. 53-55; The 
Big Award To Mark Ethridge—July, pp. 41-43; The Blast 
From Leo McGivena—September, pp. 83-86, 88; The 
First Time | Saw Fleur—August, pp. 51-54. 

Agency Compensation and Media Buying—December, p. 82. 

Annual Media Awards April 7 Walter E. Botthof—March, 
p. 5. 

Buyers State Concern Over Media Services Phillip W. Wenig 
—December, pp. 50-54. 

Buying “Flight” Schedules Isabel Ziegler—December, p. 
102. 

Cancellations and Cdmpetitive Information Isabel Ziegler— 
March, p. 110. 

Changing Problems in TV Buying Isabel Ziegler—February, 
p- 116. 

Come as an Article—Lionel M. Kaufman—April, p. 128. 

Comparable Audits—How Soon? Howard G. Sawyer—June, 
p- 116. 

Conventions and Business Magazines Walter E. Botthof— 
May, p. 5. 

Current Nonsense About Ratings Editorial, Roger Barton— 

January, p. 110. 


104 






Doctor Dichter's Dilemma Book Review, Robert J. W 
—September, pp. 118, 120. . 
Don’t “Self? This Service Lionel M. Kaufman— 
p- 118. 
Editorial Content THE Salable Commodity Walter E. 
—January, p. 5. 
Enough Is Enough Lionel M. Kaufman—July, p. 95. 
Evils of Negative Selling Isabel Ziegler—April, p. es 
Eye on Publisher Research Howard G. Sawyer—Sept 
p. 156. 
Good Research in Canada Howard G. Sawyer—March, p.9 
Hard Look at Organization Isabel Ziegler—September, 
160. i 
How Time Buying Has Improved Robert M. Hoffm e 
tember, pp. 68-71. 
in Defense of Westerns Editorial, Roger Barton— 
p- 126. 
Let’s Get Down to Cases Editorial, Roger Barton—F 
p- 132. 
Media Awards, 
p. 5. 
Media Have Right To Refuse Questionable Advertising 
J. Simon—July, pp. 88-91. 
Media Merchandising on Upswing—November, p. 114, 
“Media? ... What's That?” Walter E. Botthof—Fe' 
p. 5. 
Mepra/scope After Three Years Editorial, Roger B 
September, p. 186. 
Mepta/score as a Living Textbook Walter E. Botthof. 
p. 5. 
Media/trends—January, p. 100; February, p. 126; 
p. 104; April, p. 112; May, p. 134; June, p. 128; 
p- 101; August, p. 128; September, p. 154; Oc 
p- 170; November, p. 136; December, p. 104. 
Men of the Month in Media—January, p. 30; Fe’ 
p. 42; March, pp. 36, 38; April, p. 40; May, pp. 
40; June, pp. 36, 40; July, p. 27; August, p, 2 
September, p. 44; October, pp. 40, 42; Ne ' 
pp. 41, 44, 48; December, pp. 28, 34, 39. 
More Realistic Estimates Needed Isabel Ziegler—June, 
122. 
More Research Than Techniques Editorial, Roger B 
April, p. 154. 
More Trends in Media-Buying Editorial, Roger 
August, p. 144. 
New Media Selection Device Howard G. Sawyer—Dece 
p- 98. 
New Nielsen Service—October, p. 96. 
New Words to Conquer Walter E. Botthof—October, p, i 
Nine Months 1960 Rate Changes—November, pp. 104-105. 
Non-response Is Significant Howard G. Sawyer—No' 
p- 128. . 
Obsession With Inserts Howard G. Sawyer—January, p. 
Only 28% of Agencies Use Data Processing Phillip W. 
















and You Walter E. Botthof—De 


































—October, pp. 64-65. 
Our Own “Lady Wrestlers” Lionel M. Kaufman—J 
p. 90. : 
Profile of the Media Buyer Phillip W. Wenig—Nov 
pp. 66-67. 





Responsibility for Opinions Herein Editorial, Roger B 
December, p. 116. 
S.R.O. Lionel M. Kaufman—May, p. 119. 

Scope on Media: A Look Around and a Look Ahead—J, 
December, pp. 9-10. y 
Seasonal Buying Difficulties Isabel Ziegler—Nove > 

132. pe 
Should BPA Audit Consumer Magazines? Howard G. § 
—October, p. 156. a 
Should Business Publishers Offer Regional Editions? ¥ id | 
Meadows—January, pp. 52, 54, 55, 59. 
Single Audit? Editorial, Roger Barton—May, p. 150. ‘ 
600 New Media Each Year H. P. Alspaugh—July, p. 4 
“Special Delivery” for Advertisers Lionel M. Kaufr 
ruary, p. 106. 
Spot Pre-emptions Isabel Ziegler—July, p. 98. 
Standards for Media Research Howard G. Sa 
ruary, p. 112. % 
Tell Reps the Truth Isabel Ziegler—October, p. 160. — 


Media/ scope, J 
































DEPA 


— ee a | POS oa | SRR ae 















epte: 


ch, p.§ 


love 


er, p. & 
04-105. 


love 


ry, PB 
W. 


-J 


That % Mari. Lionel M. Kaufman—August, p. 118. 

The Buyer-Seller Relationship Jackson L. Parker—October, 
pp- 66-67. 

The Phantom Editorials Howard G. Sawyer—April, p. 114. 

“The Practice of Successful Advertising” By Loyd Ring Coleman 
Book Review, Boris 5. Bierstein—April, p. 114. 

The Theory of “Wasteful” Consumption Book Review, Vincent 
Maschi—October, pp. 76, 78. 

Thick or Thin Issues? Howard G. Sawyer—May, p. 116. 

Third Annual Media Awards Editorial, Roger Barton— 
October, p. 190. 

Time for a Change? Lionel M. Kaufman—November, p. 
130. 

Time for a National Association? Walter E. Botthof—Sep- 
tember, p. 5. 

To Be Continued Lionel M. Kaufman—December, p. 100. 

Trade Talk Dave Wasko—January, p. 14; February, p. 18; 
March, p. 16; April, p. 16; May, p. 16; June, p. 14; 
July, p. 14; August, p. 14; September, p. 18; October, 
p. 14; November, p. 14; December, p. 18. 

Trends in Media Buying Editorial, Roger Barton—June, 

140. 

Sicdicene Requests Isabel Ziegler—August, p. 120. 

“Useful Functions Served by House Organs” By William C. 
Haliey, Books and Booklets—May, p. 140. 

“Phat About Small Agencies?” Walter E. Botthof—April, 

3. 

What, Exactly, Do You Mean? Walter E. Botthof—Novem- 
ber, p. 5. 

What Is Advertising “Effectiveness?” Editorial, Roger Barton 
—November, p. 156. 

What Is the Image of the Media Buyer? Walter E. Botthof— 
July, p. 5. 

What Should a Media Buyer Know? Editorial, Roger Barton 
—July, p. 128. 

What Will Marketing Men Do When Machines Take Over? 
Theodore Levitt—August, p. 114. 

What's Ahead jor Industrial Advertising and Media? Richard 
C. Christian—December, pp. 55-57. 

What's Happened To the Coupon? Lionel M. Kaufman— 
October, p. 158. 

What's In a Name? Howard G. Sawyer—August, p. 116. 

What's Wrong With Us? Howard G. Sawyer—July, p. 96. 

Who Is a Time-buyer? Isabel Ziegler—May,-p. 121. 

“Why People Buy” By Louis Cheskin Book Review, Fred 
Ekeblad—April, p. 58. 

Why So Much on Research? Walter E. Botthof—August, 
p- 5. 

Year the Vote Hath Made Lionel M. Kaufman—March, 

p- 109. 


DEPARTMENTS 


Advertising Index—January, p. 104; February, p. 131; 
March, p. 125; April, p. 152; May, p. 148; June, 
p- 138; July, p. 126; August, p. 142; September, 
p. 184; October, p. 188; November, p. 154; December, 
p- 114. 

Business Press Howard G. Sawyer—-January, p. 82; Feb- 
ruary, p. 112; March, p. 96; April, p. 114; May, 
p. 116; June, p. 116; July, p. 96; August, p. 116; 
September, p. 156; October, p. 156; November, p. 128; 
December, p. 98. 

Editorial—January, p. 110; February, p. 132; March, 
p- 126; April, p. 154; May, p. 150; June, p. 140; July, 
p- 128; August, p. 144; September, p. 186; October, 
p. 190; November, p. 156; December, p. 116. 

Letters—January, pp. 16, 18; February, pp. 20, 25, 28; 
March, pp. 20, 23; April, pp. 20, 22; May, pp. 20, 24; 
June, pp. 18, 23; July, pp. 16, 18, 20; August, pp. 18, 
20; September, pp. 20, 22; October, pp. 18, 20, 26; 
November, pp. 18, 20; December, pp. 8, 10. 

Media/dates—January, p. 96; February, p. 128; March, 
p. 106; April, p. 127; May, p. 131; June, p. 124; July, 
p. 112; August, p. 126; September, p. 164; October, 
p. 178; November, p. 150; December, p. 112. 

Media/jorum—January, p. 33; February, p. 45; March, 

_® 41; April, p. 43; May, p. 37; June, p. 45; July, 


January 1961 


p. 31; August, p. 37; September, p. 43; October, p. 37; 
November, p. 53; December, p. 41. 

Media and Market Studies—January, pp. 94-95, 102; Feb- 
ruary, pp. 118-119; March, pp. 112-113; April, pp. 
134-135; May, pp. 126-128; June, pp. 134-135; July, 
pp- 106-108; August, pp. 130-131; September, pp. 168- 
170; October, pp. 162-163; November, pp. 142-43; 
December, pp. 106-107. 

Media/quotes—January, pp. 24, 28; February, pp. 32, 35- 
36; March, pp. 27, 30, 33; April, pp. 26, 28; May, 
pp. 28, 31; June, pp. 28, 30; July, pp. 22-23; August, 
pp. 24, 29, 31; September, pp. 27, 30; October, pp. 28, 
32; November, pp. 24, 28; December, pp. 22, 27. 

Mepia/score Index for 1959—January, pp. 112-116. 

Media/zoo—January, p. 62; February, p. 131; March, p. 
89; April, p. 112; May, p. 83. 

Men of the Month in Media—January, p. 30; February, 
p. 42; March, pp. 36, 38; April, p. 40; May, pp. 38, 
40; June, pp. 36, 40; July, p. 27; August, p. 34; Sep- 
tember, p. 44; October, pp. 40, 42; November, pp. 41, 
44, 48; December, pp. 28, 34, 39. 

Odds and Trends Lionel M. Kaufman—January, p. 90; 
February, p. 106; March, p. 109; April, p. 128; May, 
p. 119; June, p. 118; July, p. 95; August, p. 118; 
September, p. 158; October, p. 158; November, p. 130; 
December, p. 100. 

Personnel Changes—January, p. 100; February, p. 128; 
March, p. 124; April, p. 150; May, p. 146; June, 
p- 136; July, p. 124; August, p. 140; September, p. 
180; October, p. 186; November, p. 152; December, 
p- 112. 

Promotions and Presentations—January, p. 104; February, 
p- 120; March, p. 122; April, p. 142; May, p. 138; 
June, p. 126; July, pp. 120-121; August, p. 132; Sep- 
tember, p. 179; October, pp. 176, 178; November, 
p. 144; December, pp. 108, 110. 

Publisher's Notebook Walter E. Botthof—January-Decem- 
ber, p. 5. 

Scope on Media: A Look Around and a Look Ahead—January- 
December, pp. 9-10. 

Scope on People—January, p. 88; February, p. 115; 
March, p. 102; April, p. 118; May, p. 114; June, 
p. 114; July, p. 92; August, p. 113; September, p. 175; 
October, p. 168; November, p. 124; December, p. 96. 

Trade Talk Dave Wasko—January, p. 14; February, p. 18; 
March, p. 16; April, p. 16; May, p. 16; June, p. 14; 
July, p. 14; August, p. 14; September, p. 18; October, 
p. 14; November, p. 14; December, p. 18. 

Views on Broadcast Isabel Ziegler—January, p. 92; Feb- 
ruary, p. 116; March, p. 110; April, p. 133; May, 
p. 121; June, p. 122; July, p. 98; August, p. 120; Sep- 
tember, p. 160; October, p. 160; November, p. 132; 
December, p. 102. 


AUTHOR INDEX 


Avspaucn, H. P., 600 New Media Each Year—July, p. 80; 


Which Metro Areas Are Growing Fastest?—September, pp. 
124, 128, 130, 132. 


Benneyan, Georce, Bill Thomson of the Bureau of Advertising— 


December, pp. 62, 64, 68, 70, 72; Ed Madden’s Weekend 
in Willow—October, pp. 86, 88, 90, 92, 94; General Adler 
and the Times’ Suburban Circulation—February, pp. 56-57; 
Getchell Said No To Mr. Hearst—November, pp. 68-71; 
Hearst and Salvador Dali—January, pp. 44-45; Malcolm 
Muir and Newsweek's Famous Slogan—March, pp. 52-54; 
Mortimer Berkowitz and the American Weekly's Sales Letters— 
April, pp. 55-57; Munsey To Coolidge To Hoover—May, pp. 
49.51; Seabrook Was Once a Promotion Man—June, pp. 53- 
55; The Big Award To Mark Ethridge—July, pp. 41-43; The 
Blast from Leo McGivena—September, pp. 83-86, 88; The 
First Time I Sew Fleur—August, pp. 51-54. 


Bettame, Artuur, National TV Advertisers Should Use Local 


Approach—January, p. 75. 


Bertiner, Artuur F., U. S. Steel Takes a Deeper Look at Media— 


August, pp. 90, 92, 96. 


Brerstern, Boris S., “The Practice of Successful Advertising”: 


Review of a Book by Loyd Ring Coleman—April, p. 90. 


Brx, Ina, Farm Family Spending—February, pp. 53-55. 


105 






























































HBditorial Index 


Bonny, Anton W., A National Advertiser Looks at Newspapers— 
April, pp. 50-54. 

Botrnor, Water E., Publisher's Notebook—January-Decem- 
ber, p. 5. 

Britt, Srevart Henperson, What Is the Nature of the Drive- 
In Theater Audience—June, pp. 100-102, 104. 

Barrron, Rosert E., Make Guinea-Pig Markets Big Enough To 
Test Media, Too—May, pp. 54-57. 

Brown, WituraM S., Canada Dry’s Flexible Media Management— 
February, pp. 49-52. 

Carver, Jack K., The Media Supervisor: Neither Fish Nor Fowl— 
April, pp. 88-89. 

Curistian, Ricwarp C., What's Ahead for Industrial Advertising 
and Media?—December, pp. 55-57. 

Couuins, D. R., How To Time Farm Advertising—May, pp. 96, 
98, 100. 

Cusick, A. J., Jn., Automation and the Media-buying Function— 
January, pp. 37-39. 

Dettow, Recinatp L., Media Buying for Grant Advertising— 
July, pp. 33-36. 

Dimonp, C. Leicn, What Is the Reach of a Newspaper Ad?— 
January, pp. 66, 71. 

Eartey, A. E., An Analysis of Inquiries from Business Paper Ad- 
vertising—July, pp. 44-46, 48, 52, 54, 56; An Analysis of 
Inquiries Produced by Business Papers—June, pp. 59-62, 66. 

Eruron, Erwin H., Look at Network Television Market-by-Mar- 
ket—June, pp. 92, 95, 97. 

Exesiap, Frep, “Why People Buy”: Review of a Book by Louis 
Cheskin—April, p. 58. 

Exper, Rosert F., How To Keep Advertising Tied to Objectives— 
July, p. 94. 

Frepwatp, Ronatp, Creating the Media Plan for a Luxury- 
priced Cigar—August, pp. 86, 88. 

Garpner, Burteicu, Four Types of TV Viewers—September, 
pp. 100-101. 

Garpner, Lawrence W., How Advertisers Use Geographic Split 
Runs—April, pp. 45-49. 

Grey, Epowarp A., Ted Bates Reaffirms Its Belief in Television— 
March, pp. 45-48. 

Gromer, Frank J., Jn., Media Research Integrated at Foote, Cone 
& Belding—April, pp. 80, 82, 83, 86. 

Gump, Warrer, How To Get an Agency To Use More Magazine 
Advertising—February, pp. 58-60. 

Harnis, Davi H., How To Do Your Own Media Research at Low 
Cost—September, pp. 110, 112, 114, 116. 

Horrer, Jay, Radio Industry Needs Greater Stability—Septem- 
ber, pp. 102, 106. 

Horrman, Rosert M., How Time Buying Has Improved—Sep- 
tember, Pp- 68-71. 

IncramM, Watt, What Makes a Good Media Buyer?—June, pp. 
98-99. 

Jerreny, Tao, What's Behind Bulova’s New Media Strategy?— 
June, pp. 49-52. 

KaurMan, Lionet M., A Long Way Between Rates—September, 
p- 158; Come as an Article—April, p. 128; Don’t “Self” This 
Service—June, p. 118; Enough Is Enough—July, p. 95; Our 
Own “Lady Wrestlers’—January, p. 90; S. R. O—May, p 
119; “Special Delivery” for Advertisers—February, p. 106; 
That Yo Mark—August, p. 118; Time for a Change—Novem- 
ber, p. 130; To Be Continued—December, p. 100; What's 
Happened to the Coupon?—October, p. 158; Year the Vote 
Hath Made—March, p. 109. 

Karun, Louis, Want More Media Merchandising?—Septemher, 
pp- 94, 98. 

Leicuton, Ben, Program Setting—The Key To Buying the Right 
Seatinn< 3h h . PP. 74, 78. 

Levitt, Tuzovore, What Will Marketing Men Do When Machines 
Take Over?—August, p. 114. 

Lucas, Darrett B., How Valid are Media Measures?—January, 
pp. 40-41. 

ManpetstaM, Tueopore D., The Inter-Media Mean—May, p. 58. 

Marstetiter, Wituiam A., How To Get a Common Audit of Busi- 
ness Publications—June, pp. 56-58. 


106 





Mascui, Vincent, The Theory of “Wasteful” Consumption 
Review—October, pp. 76, 78. 


Meapows, Ronatp F., Should Publishers Offer Regional Edi 


—January, pp. 52, 54, 55, 59. 

Murpny, James W., Media Management at Allis-Chalm 
gust, pp. 41-46. 

MacDonatp, Epwarp B., Total Audience Concept and 
Means—May, pp. 85-88, 90. 

Nrereip, Jaye S., Which Medium Sold More Flowers?— 
ber, pp. 97-100. 

Oser, Bernarp H., Rating Methods—January, pp. 46-48, 


Reach or Frequency with Print Media?—June, pp. 68, 


Selectivity in Print Media Buying—February, pp. 78, 
88, 90. 

Parker, Jacxson L., The Buyer-Seller Relationship—Octo 
66-67. 

Pourtz, Atrrep, Media Performance vs. Copy Performa 
vember, pp. 61-63. 


Sawyer, Howarp G., Comparable Audits—How Soon?—J 


116; Evaluating Business Paper Editorial—February, 


96; Eye on Publisher Research—September, p. 156; 


Research in Canada—March, p. 96; How To Count Re 
Business Publications—November, pp. 110-111; New 
Selection Device—December, p. 98; Non-response Is Si 
—November, p. 128; Obsession with Inserts—Jan 

82; The Phantom Editorials—April, p. 114; The P 
Catalog—August, pp. 98, 100, 102; Should BPA A 

sumer Magazines?—October, p. 156; Standards for 


Research—February, p. 112; Thick or Thin Issues?= 
p- 116; What's In a Name?—August, p. 116; What's | 


with Us?—July, p. 96. 
Scuuset, Reccie, Strategems in Time Buying—January, 
36. 


Simon, Morton J., Media Have Right to Refuse Que. 


Advertising—July, pp. 88-91; What Is Legal Status of € 


nation Rates?—March, pp. 87-89; What Is Legal 
Combination Rates?—May, pp. 62, 64, 66, 68. 
Situ, ALExanper, The Labor Press—June, pp. 74, 77 
Spector, Aaron J., New Test Shows Plus Value of Repeat E 
—September, Pp- 92-93. 
Strouse, Norman H., A Medium That Moves—Sep 
108-109. 


Vepper, Brain, Smart Media Buying Begins with a Pla Det 


pp. 49-50, 52, 53, 56. 

Wasko, Dave, Trade Talk—January, p. 14; February, 
March, p. 16; April, p. 16; May, p. 16; June, p. L 
p. 14; August, p. 14; September, p. 18; October, 
November, p. 14; December, p. 18. 

Wartier, Maurice, Pointers on Advertising in a Bilingual 
January, PP- 


64-65. 
Wermer, Wituiam F., Industrial Media Strategy at Rock 


October, pp. 59-63. 
We ts, Ben, Advertising Is Selling at 7-Up—November, 


Wenic, Pump W., Buyers State Concern over Media 
December, pp. 50-54; Only 28% of Agencies Use D 
essing—October, pp. 64-65; Profile of the Media 
November, pp. 66-67. 

WiuuraMs, Rosert J., Doctor Dichter’s Dilemma: Book 


September, pp. 118, 120. 


Wotcort, ALAN T., How To Use ABC Business Publication ] 


—April, pp. 92, 94, 97, 98, 100. 

Ze.tner, Hersert, New Concept in Lennen & Newell Media 
zation—September, pp. 47-50, 52, 54, 55, 58. 

Ziecier, Isapet, A Time-buyer’s Handbook—January, p. 
ing “Flight” Schedules—December, p. 102; Cancellatit 
Competitive Information—March, p. 110; Changing 
in TV Buying—February, p. 116; Evils of Negative S 
April, p. 133; Hard Look at Organization—S 





160; More Realistic Estimates Needed—June, p. 122; St 


Buying Difficulties—November, p. 132; Spot P 


July, p. 98; Tell Reps the Truth—October, p: 160; 1 


some Requests—August, p. 120; Who Is a Time-B; 
p- 121. 

Zonstus, K. C., Why Media Planning Is a Company Jot 
ber, pp. 45-49. 

ZscuunkeE, Rosert I., Pre-print Inserts in Newspapers P 
Pillsbury—October, pp. 149, 152. 


Media/ scope, 


2 ARE RAEI utara as Ie Yo 








